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Abstract As customers’ repurchase behavior leads to long-
term corporate profitability, managers should know the suc-
cess factors influencing repurchase intent. Knowledge of gen-
der differences in these success factors would enable man-
agers to separately optimize repurchase intent for men and
women. This research thus develops original hypotheses on
gender differences in the formation of repurchase intent.
Based on hierarchical linear modeling of data from five coun-
tries and ten industries, this research finds that public brand
image more strongly influences customer satisfaction and
repurchase intent for women than for men. Perceived value
has a weaker effect on repurchase intent for women than for
men. The analyses do not detect any gender difference in the
influence of customer satisfaction on repurchase intent. Con-
trary to conventional wisdom, relational switching costs more
strongly influence repurchase intent for men than for women.
Further analyses illustrate moderating effects of country dif-
ferences in gender egalitarianism and of contextual differences
between products and services.
Keywords Repurchase intent . Customer loyalty . Gender .
Sex . Gender egalitarianism . Public brand image
Introduction
Marketingmanagers strive to achieve high levels of repurchase
intent among their customers because repurchase intent is
among the most important drivers of long-term financial
performance (Reichheld and Sasser 1990). Customers with
high repurchase intent require much lower marketing expenses
to complete a purchase than do regular customers (Fornell et al.
2005; Reichheld and Sasser 1990). Moreover, they tend to pay
higher prices, buy higher quantities, and engage in positive
word-of-mouth referrals that attract new customers (Ngobo
2004; Reichheld and Sasser 1990). In order to maximize
customers’ repurchase intentions, managers need to know the
success factors influencing repurchase intent and their relative
importance. Knowledge of gender-related differences in these
success factors would be highly valuable because it is easy to
address men and women as separate market segments (Putrevu
2001) and separately optimize male and female repurchase
intentions with different strategies. Although psychological
research has illuminated general differences between men
and women, it is not yet clear how these differences translate
to the formation of repurchase intent.
The marketing literature, which often treats repurchase in-
tent as part of multi-item (often multi-dimensional) customer
loyalty constructs, so far has neglected this managerially im-
portant topic. Early studies argued that men aremore loyal than
women to firms (Melnyk et al. 2009, Studies 4–5) and that
customer satisfaction is a more important driver of repurchase
intent for men than for women (Mittal and Kamakura 2001).
Beyond these studies, the literature lacks a theory of how
gender moderates the formation of repurchase intent. Due to
the practical importance of gender-specific marketing (Putrevu
2001), this lack of research highlights a need for theory devel-
opment to provide managers with knowledge of gender differ-
ences in the success factors driving repurchase intent. The
creation and validation of such theories would thus strongly
contribute to marketing theory and practice.
Drawing on the gender psychology literature, we will
develop original hypotheses about the moderating effects of
gender on the formation of repurchase intent. Figure 1 illus-
trates our research framework and hypotheses, and Fig. 2
provides a structured overview of the argumentation and
literature used for developing our core hypotheses. These core
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hypotheses will suggest that public brand image (H1b) has a
stronger effect, and perceived value (H1c) and customer sat-
isfaction (H1d) have weaker effects, on repurchase intent for
women than men. Furthermore, different mechanisms found
by the gender literature provide grounds for opposing hypoth-
eses on whether relational switching costs have weaker (H1a)
or stronger (H1a [alt]) effects on repurchase intent for women
than men. Additional hypotheses will focus on moderating
effects of country differences in gender egalitarianism (H2a to
H3d) and of contextual differences between products and
services (H4a to H5d).
Using hierarchical linear modeling, our study will empir-
ically test these hypotheses with a dataset from five countries
(Bolivia, China, Japan, Thailand, U.S.) and ten industries
including four products (automobiles, mobile phones, per-
sonal computers, shampoo) and six services (banks, fast food
restaurants, hairdressers, hospitals, mobile carriers, super-
markets). For contextual completeness, we will also attempt
to verify the conclusions of past research showing that men
have higher intentions than women to repurchase from firms
(Melnyk et al. 2009, Studies 4–5).
Background knowledge
Provider-related customer attitudes affecting repurchase intent
Provider-related customer attitudes relate to the primary firm
providing goods and services to the customer in an industry
(Fornell et al. 2005). Knowledge of gender differences in the
effects of such customer attitudes on repurchase intent would
help managers optimize widely used gender-specific market-
ing strategies (Putrevu 2001) to maximize repurchase intent.
Before developing hypotheses on these gender differences, we
will draw on established national customer satisfaction index
models and more recent studies (Ball et al. 2004; Burnham
et al. 2003; Fornell et al. 2005; Johnson et al. 2001) to review
the provider-related customer attitudes exerting the strongest
direct effects on repurchase intent. For reasons of parsimony,
our conceptual model in Fig. 1 centers on these relationships
and omits variables whose effects on repurchase intent are
purely mediated by variables already included in the model
(e.g., perceived quality: Fornell et al. 2005; Johnson et al.
2001; Türkyılmaz and Özkan 2007).
In the literature, customer satisfaction with products and
services is the most widely accepted determinant of repurchase
intent. Satisfied customers repurchase to sustain their satisfac-
tion, whereas dissatisfied customers switch providers to find
higher satisfaction elsewhere (Johnson et al. 2001). The per-
ceived value of goods and services is defined as perceived
quality compared to the price (Fornell et al. 2005). As perceived
value influences customer satisfaction, its effect on repurchase
intent is mediated by customer satisfaction (Fornell et al. 2005).
Due to the importance of price in repurchase decisions, per-
ceived value also affects repurchase intent directly (Johnson
et al. 2001; Ngobo 2004).
Another key determinant of repurchase intent is public brand
image, which the literature also tends to call corporate image in
cases where brand names are identical with company names
(Johnson et al. 2001). Public brand image is the perceived
overall public opinion of a brand (Johnson et al. 2001). It differs












Moderating effect (2-way interaction)
Moderating effect (3-way interaction)
Relational
switching costs + –
–H1c
Customer decision making:
Ball et al. (2004),
Burnham et al. (2003),










































Fig. 1 Conceptual framework
and research hypotheses: the
formation of repurchase intent







Gender Differences in the 
Importance of Antecedents
to Repurchase Intent













Aspects reflecting a lower vs. higher 
importance of relational switching costs 
(Burnham et al. 2003; Muñiz and O’Guinn 2001; 
Vázquez-Carrasco and Foxall 2006)
Aspects reflecting a higher importance of 
public brand image (Ball et al. 2004; Fischer et 
al. 2010; Türkyılmaz and Özkan 2007)
Aspects reflecting a lower importance of 
perceived value (= quality / price)
(Johnson et al. 2001; Ngobo 2004)
Lower importance of collective relationships in
consumption decisions
vs.
Higher importance of individual relationships in
consumption decisions
Higher importance of signals of trust and safety
Higher importance of social demonstrance through
image transfers from brands
Willingness to pay price premium for further needs
associated with the importance of public brand
image, exclusivity, and uniqueness (Fischer et al.
2010; Tian et al. 2001)
Willingness to pay more to maintain personal
relationships (Cron et al. 2009; Gelfand et al. 2006)
Acceptance of higher prices due to higher
persuasiveness of advertising and salespeople
Greater tendency to mistrust low-priced products
More compromises on quality (Chiu 2002;
Iacobucci and Ostrom 1993) and price (Gelfand et
al. 2006; Stuhlmacher and Walters 1999)
• Less collectively interdependent self-construal
(Baumeister and Sommer 1997; Melnyk et al. 2009)
• Greater relationship orientation (Cataldi and Reardon
1996; Cron et al. 2009; Iacobucci and Ostrom 1993),
more interdependent self-construal (Cross and Madson
1997), more relationally interdependent self-construal
(Baumeister and Sommer 1997; Melnyk et al. 2009),
and higher sensitivity to interpersonal cues (Rubin and
Brown 1975; Stuhlmacher and Walters 1999)
• In consumption decisions, higher importance of
personal interaction (Chiu 2002; Iacobucci and Ostrom
1993; Mittal and Kamakura 2001; Noble et al. 2006;
Otnes and McGrath 2001), personal recommendations
(Garbarino and Strahilevitz 2004), and service worker
commitment (Shemwell and Cronin 1995)
• Higher importance of trust (Ndubisi 2006; Shemwell
and Cronin 1995), risk reduction (Garbarino and
Strahilevitz 2004), and security (Schwartz and Rubel-
Lifschitz 2005, 2009)
• Greater fear of negative evaluations in social settings
(Carleton et al. 2007; Habke et al. 1997), higher
sensitivity to interpersonal cues (Rubin and Brown
1975; Stuhlmacher and Walters 1999), higher
importance of security (Schwartz and Rubel-Lifschitz
2005, 2009), and higher importance of impressing
others (Lawrence et al. 2006; Moutinho et al. 1996)
• Stronger attraction by exclusivity and uniqueness of
products (Noble et al. 2006)
• Greater relationship orientation (Cataldi and Reardon
1996; Cron et al. 2009; Iacobucci and Ostrom 1993)
and more relationally interdependent self-construal
(Baumeister and Sommer 1997; Melnyk et al. 2009)
• Greater openness to persuasion (Eagly and Carli 1981;
Meyers-Levy 1988; Rubin and Brown 1975; 
Stuhlmacher and Walters 1999)
• Stronger interpretation of price as an indicator of
quality (Moutinho et al. 1996)
• Lower task orientation (Meyers-Levy 1988) and lower
emphasis on efficiency and achievement (Eagly 1987;
Schwartz and Rubel-Lifschitz 2005, 2009), also in
shopping (Noble et al. 2006; Otnes and McGrath 2001)
• Less instrumental vs. expressive orientation (Zelditch
1955) and lower emphasis on achievement (Eagly
1987; Schwartz and Rubel-Lifschitz 2005, 2009;










































































Aspects reflecting a lower importance of 
customer satisfaction with products and 
services (Johnson et al. 2001)
Less emphasis on obtaining the most satisfying core
offerings (i.e., products and services) as opposed to
peripheral aspects of the shopping experience
































Fig. 2 Integration of the gender literature into the development of hypotheses
J. of the Acad. Mark. Sci. (2014) 42:171–185 173
brand image is not a purely personal perception of brand image
but an assessment of the average public perception of brand
image. Second, while the literature tends to conceptualize brand
image as a multi-dimensional characterization of a brand, con-
sumers aggregate their information in a subjectively weighted
manner and make an overall evaluation of goodness vs. bad-
ness to simplify decision making (Aaker 1991; Ball et al.
2004; Türkyılmaz and Özkan 2007). As our article deals with
decision making, we will adopt this definition of public brand
image as the perceived public overall evaluation (good vs.
bad) of a brand (Johnson et al. 2001). Its effects on repurchase
intent have been demonstrated in various countries and indus-
tries with large-scale data from national customer barometers
(Ball et al. 2004, 2006; Johnson et al. 2001; Türkyılmaz and
Özkan 2007). Public brand image has been shown to influence
repurchase intent directly (Johnson et al. 2001) and indirectly
through customer satisfaction (Ball et al. 2004, 2006;
Türkyılmaz and Özkan 2007). By trusting opinions prevalent
in the social environment, customers can infer a provider’s
average performance (Ball et al. 2004; Fischer et al. 2010).
Moreover, they can make sure to select products and services
that meet the tastes of their social environment and contribute
to positive social relationships (Ball et al. 2004; Escalas and
Bettman 2005; Türkyılmaz and Özkan 2007).
Switching costs are barriers impeding the change from the
incumbent to another provider of goods and services (Burnham
et al. 2003). While various switching cost types exist, research
has shown that relational switching costs have, by far, the
strongest impact on repurchase intent (Burnham et al. 2003;
Vázquez-Carrasco and Foxall 2006). This effect means that
customers stay with providers as they fear to harm relationships
with salespeople, friends, and the brand community (Muñiz
and O’Guinn 2001).
Gender differences in the formation of repurchase intent:
existing theories
Despite a plenitude of research on psychological differences
between men and women, it is virtually unknown how these
general gender differences translate to the formation of
repurchase intent. To our knowledge, merely a single study
has tested a moderating effect of gender on the formation of
repurchase intent. In a single industry and without any specific
theory building, Mittal and Kamakura (2001) found a stronger
effect of customer satisfaction on male than on female
repurchase behavior. Despite an extensive search, we are not
aware of any research on gender differences in the effects of
the other antecedents on repurchase intent, such as public
brand image, perceived value, and relational switching costs.
Our study thus seeks to address this lack of research and
generate knowledge of this managerially important topic.
Another study developed theory on a main effect of gender
on customer loyalty. Melnyk et al. (2009, Studies 4–5) found
that men are more loyal to firms than are women. They argued
that men are more collectively interdependent and associate
firms and their offerings with collective entities. This theory
contradicts marketing studies that include gender as a control
variable. Such studies found the level of repurchase intent to
be higher for women than for men (Dimitriades 2006; Mittal
and Kamakura 2001) or to not differ significantly by gender
(Bell et al. 2005; Bendall-Lyon and Powers 2002; Kim and
Yoon 2004;McGoldrick and Andre 1997). Thus, there may be
a need for further verification.
While our analysis will attempt to empirically verify the
effects predicted by Melnyk et al. (2009) as well as Mittal
and Kamakura (2001), our theory development will focus on
original hypotheses that complement these existing theories
and contribute new insights to the literature.
Development of hypotheses
Moderating effects of gender on the formation
of repurchase intent
From established findings of general psychological differences
between men and women, we will derive gender differences in
aspects that the marketing literature associates with the impor-
tance (i.e., influential strength) of relational switching costs
(H1a), public brand image (H1b), perceived value (H1c), and
customer satisfaction (H1d). These are among the principal
drivers of repurchase intent (Burnham et al. 2003; Johnson
et al. 2001). Therefore, gender differences in such aspects
would define potential moderating effects of gender on the
formation of repurchase intent (see Fig. 2).
Customers can form personal relationships with sales staff
or other firm personnel, with friends using products and ser-
vices of the same firm, and with members of the brand com-
munity (Burnham et al. 2003; Muñiz and O’Guinn 2001).
Switching providers may hurt these relationships by offending
staff, loosening bonds with friends, and reducing common
points of identification (Burnham et al. 2003). As humans have
a fundamental need to belong (Baumeister and Leary 1995),
customers dislike hurting relationships by switching providers.
These relationships thus constitute relational switching costs
(Burnham et al. 2003; Vázquez-Carrasco and Foxall 2006).
Based on the gender literature, we will predict gender
differences in the influence of relational switching costs on
repurchase intent (see Fig. 2). Intriguingly, modern and tradi-
tional gender theories lead to distinct predictions which wewill
compare and test against each other. Drawing on the modern
gender theory proposed by Baumeister and Sommer (1997),
Melnyk et al. (2009) found that men have a more collectively
interdependent self-construal, whereas women have a more
relationally interdependent self-construal. That is, men focus
on maintaining relationships with abstract and large groupings
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of people, whereas women focus on maintaining relationships
with specific individuals. This theory would suggest that men
will react more strongly to relational switching costs arising
from collective relationships constituted by the totality of
individual personal relationships and by more anonymous
relationships with staff and other users (H1a), whereas women
will react more strongly to relational switching costs arising
from individual relationships with company staff or other users
(H1a [alt]). The predominant nature of relationships in
industry-specific contexts thus might influence the overall
outcome of these opposing effects (see H4a).
By contrast, studies drawing on traditional gender theory
emphasize that men have a more independent self-construal,
whereas women have a more interdependent self-construal
(Cross and Madson 1997). Such studies report that women
are more relationship-oriented (Cataldi and Reardon 1996;
Cron et al. 2009; Iacobucci and Ostrom 1993), more
interdependent in general (Cross and Madson 1997), and
more sensitive to interpersonal cues than are men (Rubin
and Brown 1975; Stuhlmacher and Walters 1999). More-
over, they report that relational elements such as personal
interaction (Chiu 2002; Iacobucci and Ostrom 1993; Noble
et al. 2006; Otnes and McGrath 2001), personal recommen-
dations (Garbarino and Strahilevitz 2004), and service work-
er commitment (Shemwell and Cronin 1995) are more im-
portant in consumption for women than for men. Without
distinguishing between individual and collective relation-
ships, these studies suggest that women generally accord
greater importance than do men to relationships in consump-
tion decisions and, hence, generally react more strongly to
relational switching costs in repurchase decisions (H1a [alt]).
H1a: The positive effect of relational switching costs on
repurchase intent is weaker for women than for men.
H1a [alt]: The positive effect of relational switching costs on
repurchase intent is stronger for women than for men.
A good public brand image conveys trust in product choices
and allows for social demonstrance, that is, impressing other
consumers (Ball et al. 2004; Fischer et al. 2010; Türkyılmaz
and Özkan 2007). A gender difference in the effect of public
brand image on repurchase intent (H1b) thus would originate
from gender differences in the importance of these two func-
tions of public brand image.
Specifically, public brand image reflects public trust in a
brand, reduces perceived risk, and is sensitive to product safety
concerns (Ball et al. 2004; Fischer et al. 2010). The literature
shows that women attach greater importance than domen to trust
(Ndubisi 2006; Shemwell and Cronin 1995), to risk reduction
(Garbarino and Strahilevitz 2004), and to security (Schwartz and
Rubel-Lifschitz 2005, 2009). Hence, we posit that public brand
image more strongly affects female than male repurchase intent.
Moreover, the gender literature reports that women have
greater fear of negative evaluations in social settings (Carleton
et al. 2007; Habke et al. 1997), higher sensitivity to interpersonal
cues (Rubin and Brown 1975; Stuhlmacher and Walters 1999),
and a stronger appreciation of security than do men (Schwartz
and Rubel-Lifschitz 2005, 2009). Thus, women’s social confi-
dence depends more strongly on their self-image and on how
they impress others (Lawrence et al. 2006; Moutinho et al.
1996). Consistent consumption of the same brand with a good
public image enables consumers to transfer positive public
brand associations to the self (Aaker 1991; Ball et al. 2004;
Escalas and Bettman 2005; Türkyılmaz and Özkan 2007). Con-
sequently, we posit that women emphasize such image transfers
more than men to avoid negative interpersonal cues and evalu-
ations, feel safe in social settings, and gain social confidence by
impressing others. Likewise, this mechanism would imply a
greater importance of public brand image to women than men.
H1b: The positive effect of public brand image on repurchase
intent is stronger for women than for men.
The perceived value of goods and services is defined as
perceived quality compared with the price (Fornell et al.
2005). Higher perceived value is attained by either higher
perceived quality for the same price or the same perceived
quality for a lower price. Gender differences in how per-
ceived value affects repurchase intent (H1c) are thus caused
by gender differences in the importance of quality or price.
In developing H1b, we posited that women’s particular
psychological and social needs lead to a greater impact of
public brand image on repurchase intent for women than
men. As public brand image positively affects willingness to
pay (Fischer et al. 2010), women may be willing to pay a price
premium to satisfy these particular needs through consumption.
Similarly, the literature indicates that women are attracted
by exclusivity and uniqueness as attributes of products and
services (Noble et al. 2006). Since need for uniqueness posi-
tively affects willingness to pay (Tian et al. 2001), women
may be ready to pay higher prices to obtain these attributes.
Additionally, the gender literature reports that women fo-
cus more than men do on maintaining relationships (Cataldi
and Reardon 1996; Cron et al. 2009; Cross and Madson 1997;
Iacobucci and Ostrom 1993) or at least individual (as opposed
to collective) relationships (Baumeister and Sommer 1997;
Melnyk et al. 2009). In this context, women have been shown
to pay more than men in order to maintain harmonious rela-
tionships with salespeople and obtain products which are
certain to please other people and thus contribute to recogni-
tion in relationships (Cron et al. 2009; Gelfand et al. 2006).
Moreover, the gender literature reports greater openness to
persuasion for women than for men (Eagly and Carli 1981;
Meyers-Levy 1988; Rubin and Brown 1975; Stuhlmacher and
Walters 1999). This may suggest that advertising and sales-
people can more easily convince women of paying higher
prices. Research has also shown that women more strongly
interpret price as an indicator of quality (Moutinho et al.
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1996). Hence, women tend more to mistrust and avoid very
low-priced products.
Further research has shown that men are more task-
oriented and emphasize efficiency and achievement more
than women do (Eagly 1987; Meyers-Levy 1988; Schwartz
and Rubel-Lifschitz 2005, 2009). This difference also holds
in shopping behavior (Noble et al. 2006; Otnes and McGrath
2001). Compared with women, men thus make fewer com-
promises on low price (Gelfand et al. 2006; Stuhlmacher and
Walters 1999) and high product quality (Chiu 2002; Iacobucci
and Ostrom 1993).
In summary, psychological evidence of gender differences
provides grounds to presume that men focus more than wom-
en on high quality and low price in repurchase decisions.
Hence, we posit that perceived value (quality over price) has
a weaker effect on female than male repurchase intentions.
H1c: The positive effect of perceived value on repurchase
intent is weaker for women than for men.
Without any specific theory building, Mittal and Kamakura
(2001) empirically found a stronger effect of customer satisfac-
tion on male than female repurchase behavior in the U.S.
automotive industry. We propose a mechanism explaining this
gender difference. According to gender schemata theory, which
was confirmed across cultures, men are raised to fulfill more
instrumental roles, whereas women are raised to fulfill more
expressive roles (Zelditch 1955). Based on this conceptual
foundation, Campbell (1997) argued that men view shopping
as a needs-driven process and focus on the product or service,
whereas women view shopping as a recreational experience
with social and hedonic benefits beyond the satisfaction arising
from the product or service itself. Similarly, Otnes andMcGrath
(2001) suggested that stronger achievement orientation (Eagly
1987; confirmed by Schwartz and Rubel-Lifschitz 2005, 2009)
leads men to focus more on obtaining the most satisfying
products and services, whereas women take more account of
peripheral aspects of the shopping experience. When forming
repurchase intentions, men may thus rely more on customer
satisfaction with products and services, while women may rely
more on other benefits of the shopping experience.
H1d: The positive effect of customer satisfaction with prod-
ucts and services on repurchase intent is weaker for
women than for men.
Moderating effects of country differences in gender
egalitarianism
Gender differences in behavior have innate origins and role-
specific, cultural origins (Eagly 1987). H1a-d derive from
cross-nationally validated results in the gender psychology
literature and thus point to innate origins. However, these
effects may interact with culture-specific gender roles and
differ by country in strength. To learn more about the influence
of culture-specific gender roles, we will examine the effects of
country differences in gender egalitarianism, which is a cultur-
al tendency to minimize gender role differences (House et al.
2004). It has been argued that pronounced cultural gender roles
reinforce innate gender differences as boys and girls are edu-
cated to behave differently to fulfill their respective gender
roles (House et al. 2004). Thus, we predict that our hypothe-
sized gender differences (H1a-d) are weaker in cultures with
stronger gender egalitarianism. Lack of support would suggest
a purely innate rather than partially role-specific nature of our
predicted gender differences.
H2:Gender differences in the effects of (a) relational switching
costs, (b) public brand image, (c) perceived value, and (d)
customer satisfaction on repurchase intent are weaker in
national cultures with stronger gender egalitarianism.
Interestingly, various cultural frameworks have shown
that gender egalitarianism not only refers to the degree of
gender role differences but also conveys whether innate male
or innate female values are regarded as more desirable values
for the society as a whole (Hofstede and Hofstede 2005;
House et al. 2004). Cultures with high (low) gender egalitar-
ianism tend to regard innate female (male) values as more
desirable for all of their members (House et al. 2004). Since
culture influences consumer preference structures (Soares
et al. 2007), average consumers in cultures with strong
(weak) gender egalitarianism may thus also tend to view
consumer preference structures resulting from innate female
(male) values as more desirable. Hence, we predict that
strong vs. weak gender egalitarianism (H3a-d) exerts the
same moderating effects on the formation of repurchase
intent as female vs. male gender (H1a-d).
H3: The effects of (a) relational switching costs, (b) public
brand image, (c) perceived value, and (d) customer sat-
isfaction on repurchase intent differ between countries
with strong and weak gender egalitarianism in the same
way as predicted for differences between female and
male customers (H1a-d).
Variation in the moderating effects of gender and gender
egalitarianism across industries
H1a-d deal with how gender moderates the formation of
repurchase intent, on average. However, these moderating
effects may differ by industry if the relevance of the under-
lying processes (see middle column of Fig. 2) varies by
industry context. A key characteristic of services, as opposed
to products, is the inseparability of production and consump-
tion (Homburg et al. 2009). Compared with products, ser-
vices thus tend to provide customers with more and deeper
individual relational interactions with the firm’s staff,
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facilities, and other customers (Homburg et al. 2009). Many
of our arguments for moderating effects of gender (H1a-c)
involve gender differences in the importance of such rela-
tional aspects (see Fig. 2, middle column): importance of
individual relationships in consumption decisions (H1a
[alt]), importance of social demonstrance through positive
image transfers from brands (H1b), willingness to pay more
to maintain individual personal relationships, and acceptance
of higher prices due to higher persuasiveness of salespeople
(H1c). We thus posit that these hypothesized effects (H1a
[alt], H1b-c) are more pronounced for services than for
products. However, H1a rests upon the importance of col-
lective relationships with more abstract and larger groupings
of people. These relationships do not require the same degree
of personal interaction and physical presence as individual
relationships and are more shallow (Melnyk et al. 2009).
Thus, we do not presume that H1a is stronger for services
than products. As the overall gender difference in the effect
of relational switching costs on repurchase intent depends on
which of the opposing effects predicted by H1a and H1a [alt]
prevails in a specific context, it should be shifted more in the
direction of H1a [alt] in the case of services but not products.
The inseparability of the production and consumption of
services further implies that the consumption of the core
offering and the entire shopping experience tend to be
intertwined processes in service industries but separate pro-
cesses in product industries (Homburg et al. 2009). Our
prediction of a gender difference in the effect of customer
satisfaction with products and services (H1d) derives from
the difference between a stronger emphasis on the core
offering for men and a stronger emphasis on the shopping
experience for women (Campbell 1997). As this difference
in focus thus seems to be smaller for services than products,
we posit that the hypothesized gender difference in the effect
of customer satisfaction with products and services on
repurchase intent (H1d) is smaller for services than products.
Services are also less tangible than products and thus tend to
involve higher perceived purchase risk (Homburg et al. 2009).
One of our arguments for a greater importance of public brand
image to women thanmen (H1b) focuses on greater female risk
aversion and the role of public brand image in signaling public
trust and low purchase risk. As higher perceived purchase risk
in service industries amplifies the behavioral consequences of
risk aversion (Homburg et al. 2009), we conclude again that
gender differences in the importance of public brand image
may be larger for services than products.
H4: Female (vs. male) gender more positively moderates the
effects of (a) relational switching costs, (b) public brand
image, and (d) customer satisfaction and more negative-
ly moderates the effect of (c) perceived value on
repurchase intent in the case of services as compared
with products.
H3a-d predict that the formation of repurchase intent
differs between countries with strong and weak gender egal-
itarianism in the same way as between female and male
customers (H1a-d). As both sets of moderating effects derive
from the same underlying mechanisms, we posit that these
sets of moderating effects also exhibit analogous differences
between products and services.
H5: Gender egalitarianism more positively moderates the
effects of (a) relational switching costs, (b) public brand
image, and (d) customer satisfaction and more negative-
ly moderates the effect of (c) perceived value on
repurchase intent in the case of services as compared
with products.
Public brand image and perceived value influence repurchase
intent directly (Johnson et al. 2001; Ngobo 2004) and indirectly
through customer satisfaction (Ball et al. 2004, 2006; Fornell
et al. 2005; Türkyılmaz and Özkan 2007). Our hypotheses
derive from general psychological gender differences which
cause gender differences in consumer preference structures. As
these preference structures are activated not only when con-
sumers decide on what to repurchase but also when they ponder
what satisfies them (Fornell et al. 2005; Johnson et al. 2001), our
hypotheses may apply to the formation of not only repurchase
intent but also customer satisfaction. All hypothesized mecha-
nisms involving the effects of public brand image and perceived
value on repurchase intentmay thus occur not only in their direct
effects but also in their indirect effects mediated by customer
satisfaction (see Fig. 1).
Methodology
To test our hypotheses (see Fig. 1), we designed a questionnaire
including questions on age (control variable), gender (object of
H1-H2 and H4), repurchase intent (H1-H5), and provider-
related customer attitudes affecting repurchase intent (Burnham
et al. 2003; Johnson et al. 2001): relational switching costs (H1-
H5: a), public brand image (H1-H5: b), perceived value (H1-H5:
c), and customer satisfaction (H1-H5: d). Respondents were
asked to indicate provider-related attitudes on 10-point Likert-
type scales regarding their primarily used brand in an industry
(as in the American and European Customer Satisfaction Index
methodologies: Fornell et al. 2005; Johnson et al. 2001). To test
our hypotheses about the effects of country differences in gender
egalitarianism (H2-H3, H5), we targeted our questionnaire at an
economically, culturally, and geographically diverse set of coun-
tries with broad differences in gender egalitarianism: Bolivia
(Western, developing), China (Eastern, developing), Japan
(Eastern, developed), Thailand (Eastern, developing), and the
U.S. (Western, developed). According to GLOBE scores of
gender egalitarianism practice (House et al. 2004), which our
analyses will treat as a continuous country-level variable, gender
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egalitarianism is relatively low in China and Japan, medium in
Thailand, and high in the U.S. and Bolivia (House et al. 2004).
To test our hypotheses on industry differences (H4-H5), we
targeted our questionnaire at ten diverse industries existing in
all survey countries: cars, cell phones, personal computers,
shampoo (products), banks, fast food restaurants, hairdressers,
hospitals, mobile carriers, and supermarkets (services).
Bergkvist and Rossiter (2007) showed that constructs with
concrete singular objects and concrete attributes ought to be
measured with single-item scales. As examples of such con-
structs, they cited perceived quality and overall brand attitude.
Since our questionnaire was to elicit responses on concrete
singular objects (consumers’ primarily used brand) and mea-
sure constructs falling into Bergkvist and Rossiter’s (2007)
definition of concrete attributes, we used single-item scales.
We used 10-point scales to discriminate sufficiently between
single-item response categories (Bergkvist and Rossiter 2007).
The questions were tailored to fit every industry. Respon-
dents were asked to skip industries in the case of no recent
experience. For the example of shampoo, they were given
the following questions: “How likely are you to buy your
next shampoo from the same brand?” (repurchase intent;
anchors: extremely unlikely/likely); “What is your overall
satisfaction with this shampoo?” (customer satisfaction; ex-
tremely dissatisfied/satisfied); “How is the quality of your
shampoo in relation to the price you initially paid for it?”
(perceived value; extremely low/high); “What is your per-
ception of the overall public image of this brand?” (public
brand image; extremely bad/good); “I am afraid to lose
personal relationships (with friends, staff, other users, brand
community) by switching to another brand” (relational
switching costs; absolutely disagree/agree). These questions
were obtained from Fornell et al. (2005) (perceived value,
repurchase intent), Johnson et al. (2001) (customer satisfac-
tion, public brand image), and Burnham et al. (2003) (rela-
tional switching costs). Slight adaptations ensured cross-
linguistic conformity. Independent multilingual teams trans-
lated the questionnaire from English into Spanish, Chinese,
Uyghur (spoken in Northwest China), Japanese, and Thai
and back for verification. We held group discussions to
assure identical meanings across languages, pre-tested and
discussed the questionnaires with independent native con-
sumers, and repeatedly revised the questionnaires.
We collected data from Tokyo, Nagoya, and Toyama in
Japan; Beijing, Shanghai, Wuhan, and Ürümqi in China;
Chiang Mai in Thailand; Cochabamba, Santa Cruz, and La
Table 2 Pooled sample: descriptive statistics and correlations for men and women
Variable Men Women Difference Correlations
Mean (SD) Mean (SD) p 1 2 3 4 5
1 Repurchase intent 6.53 (2.11) 6.73 (2.12) .000 .15 .65 .51 .56
2 Relational switching costs 3.32 (2.53) 3.40 (2.45) .003 .10 .12 .09 .08
3 Public brand image 6.69 (1.70) 6.93 (1.67) .000 .71 .07 .58 .64
4 Perceived value 6.43 (1.78) 6.56 (1.72) .000 .53 .06 .63 .63
5 Customer satisfaction 6.70 (1.70) 6.81 (1.70) .000 .60 .05 .67 .65
For all correlations (men above diagonal, women below diagonal), p<.05
SD standard deviation. Sample size: 30,500 (men: 15,685; women: 14,815)
Table 1 Sample distribution by
country and industry Category Industry Bolivia China Japan Thailand U.S. Total
Products Automobile 225 130 808 156 338 1,657
Mobile phone 743 918 1,231 318 315 3,525
Personal computer 541 686 1,183 286 314 3,010
Shampoo 771 977 1,219 317 325 3,609
Services Bank 281 953 1,235 313 336 3,118
Fast food restaurant 479 674 871 249 336 2,609
Hairdresser 650 947 1,199 289 258 3,343
Hospital 454 829 1,107 286 316 2,992
Mobile carrier 745 880 1,244 320 325 3,514
Supermarket 354 936 1,217 284 332 3,123
Total 5,243 7,930 11,314 2,818 3,195 30,500
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Paz in Bolivia; and Salt Lake City-Ogden (Utah) in the U.S.
Consequently, our sample represents urban consumers. Our
data collection systematically targeted a balanced mix of
locations such as public places, malls, universities, manage-
rial conferences, firms, and public institutions, which would
maximize the sample representativeness under budget re-
strictions. We distributed the questionnaires personally to
consumers willing to participate in our study. Some respon-
dents sent us the questionnaires by mail. All of them received
a small present as an incentive. As we did not observe any
gender bias among the consumers evading our personal ap-
proaches, the repercussions of this potential non-response bias
on our analysis of gender differences may be limited. Using
Armstrong and Overton’s (1977) method, we tested for non-
response bias by comparing early (first 25%: immediate re-
sponses) and late respondents (last 25%: late mail respondents,
closest to non-respondents according toArmstrong andOverton)
in each country with respect to gender and the constructs under
investigation. There were no significant differences.
From our dataset, we removed all industry-specific sets of
responses with missing data and with identical answers to all
questions where we unanimously deemed this to be a conse-
quence of respondent fatigue. Table 1 gives an overview of the
sample distribution. Our final dataset consists of 3,838 valid
questionnaires and 30,500 industry-specific sets of responses.
The dataset contains a similar number of responses from men
and women, overstates the number of consumers in their 20’s,
and understates the number of senior citizens. Separately for men
and women, Table 2 presents descriptive statistics and the corre-
lationmatrix for the pooled dataset of all industries and countries.
Common method variance (CMV) can weaken the conclu-
sions drawn from cross-sectional research. Following Lindell
and Whitney’s (2001) procedure to reduce and examine CMV,
we varied our scale anchors and added a question conceptually
unrelated with the other variables: proneness to stress (Hofstede
and Hofstede 2005). Based on the pooled dataset of all coun-
tries and industries, we calculated the correlations between this
and the other variables of Table 2. All correlations are negative
(−.002 to −.072). According to Lindell andWhitney (2001), the
smallest positive correlation is an upper bound on CMV, and
the existence of a negative correlation indicates the absence of
CMV. Hence, the negative correlations indicate that our study
does not seem to suffer from CMV.
Results
In order to test our hypotheses that include moderating effects
of country (H2-H3) and industry differences (H4-H5), we
used hierarchical linear modeling (HLM) of the full dataset
pooled across countries and industries (Kreft and de Leeuw
1998). Our cross-classified HLM models consist of two hier-
archical dimensions. Along the spatial dimension, responses for
up to ten industries per respondent (level 1) are nested within
respondents (level 2) who are nested within countries (level 3).
Along the industry dimension, industry-specific responses (level
1) are nested within industries (level 2).
To test our hypotheses, we used an HLM model with
repurchase intent as the dependent variable and the following
independent variables: an intercept; age as a control variable;
relational switching costs (H1-H5: a), public brand image (H1-
H5: b), perceived value (H1-H5: c), and customer satisfaction
(H1-H5: d) as provider-related customer attitudes; a gender
dummy variable (1: female; -1: male) and its two-way interac-
tions with the provider-related customer attitudes (H1a-d); the
country-specific level of gender egalitarianism practices (House
et al. 2004), its two-way interactions with the provider-related
customer attitudes (H3a-d), and their three-way interactions
with gender (H2a-d); and an industry dummy variable (1:
services; -1: products), its two-way interactions with the
provider-related customer attitudes, and their three-way inter-
actions with gender (H4a-d) as well as gender egalitarianism
(H5a-d). All continuous variables were mean-centered before
calculating interactions. As we theorized that all hypotheses
involving effects of public brand image and perceived value on
repurchase intent might analogously hold regarding their effects
on customer satisfaction, we used an additional HLM model
with customer satisfaction as the dependent variable. In line
with our conceptual model (see Fig. 1), it contains the same
independent variables excluding relational switching costs and
customer satisfaction. Both HLM models include four level-
specific error terms (industry-specific response, respondent,
country, industry) and random terms capturing the variation of
level 1 effects across all higher levels.
Table 3 presents the results of our HLM analyses for the full
models (model 1) and for optimized models (model 2) omitting
all non-marginally significant effects unless a higher-order in-
teraction term involving this effect is at least marginally signifi-
cant. Here, marginal significance refers to a two-sided p<.1 and
a one-sided p<.05, which statisticians consider appropriate for
testing one-sided (all except H1a and H3a) hypotheses (Kreft
and de Leeuw 1998). Keeping non-significant lower-order terms
is necessary when interpreting higher-order terms as moderating
effects (Kreft and de Leeuw 1998). For instance, the effect of
(services × customer satisfaction) on repurchase intent is not
omitted because the effect of (services × gender egalitarianism ×
customer satisfaction) is at least marginally significant. Our
interpretations will refer to the optimized models (model 2),
which involve less multi-collinearity among interaction effects
and are more parsimonious (Kreft and de Leeuw 1998).
Our analyses explain 58%/57% of the variance in repurchase
intent/customer satisfaction, which compares well to other
cross-industry models (Fornell et al. 2005; Johnson et al.
2001). In terms of provider-related customer attitudes, customer
satisfaction is most strongly driven (according to b and β: all
p<.001) by public brand image (b=.395), followed by
J. of the Acad. Mark. Sci. (2014) 42:171–185 179
Table 3 Main and moderating effects of gender and gender egalitarianism on the formation of customer satisfaction and repurchase intent (HLM)
Independent variable Dependent variable Hypothesis
Customer satisfaction Repurchase intent
Model 1 Model 2 Model 1 Model 2
Control variables
Intercept 109.17*** 108.61*** 56.95*** 56.89***
Age .35 .35 −.67 −.67
Provider-related customer attitudes
Relational switching costs 16.20*** 16.19***
Public brand image 75.63*** 75.91*** 86.63*** 87.11***
Perceived value 70.18*** 70.92*** 19.37*** 19.59***
Customer satisfaction 35.74*** 35.79***
Gender differences
Female (1, vs. male: −1) −1.50 −1.11 −1.39 −1.42
Female × Relational switching costs −2.96** −2.94** H1a: −/+
Female × Public brand image 2.92** 2.75** 6.48*** 6.51*** H1b: +
Female × Perceived value −.91 −1.39 −1.99* H1c: −
Female × Customer satisfaction −1.08 H1d: −
Gender-related country differences
Gender egalitarianism [GE] 3.12* 3.14* 1.12 1.13
GE × Relational switching costs −5.57*** −5.57*** H3a: −/+
GE × Public brand image 9.81*** 9.78*** 6.21*** 6.17*** H3b: +
GE × Perceived value −8.10*** −8.13*** −2.51* −2.88** H3c: −
GE × Customer satisfaction −2.96** −2.95** H3d: −
Moderating effects of country differences on gender differences
GE × Female .00 −.97
GE × Female × Relational switching costs −.32 H2a: +/−
GE × Female × Public brand image 1.42 −.83 H2b: −
GE × Female × Perceived value .52 .64 H2c: +
GE × Female × Customer satisfaction .53 H2d: +
Industry differences
Services (1, vs. products: −1) −1.72 −1.74 5.54*** 5.51***
Services × Relational switching costs −9.96*** −9.88***
Services × Public brand image 9.45*** 9.53*** −8.44*** −8.48***
Services × Perceived value −2.25* −2.20* 2.13* 1.97*
Services × Customer satisfaction .98 1.06
Moderating effects of industry differences on gender differences
Services × Female .17 2.04† 2.10†
Services × Female × Relational switching costs 1.66† 1.67† H4a: +
Services × Female × Public brand image −.44 1.79† 1.87† H4b: +
Services × Female × Perceived value −.86 −1.69† −2.03* H4c: −
Services × Female × Customer satisfaction −.22 H4d: +
Moderating effects of industry differences on country differences
Services × GE −2.12* −2.08* −1.32 −1.55
Services × GE × Relational switching costs 2.55* 2.34* H5a: +
Services × GE × Public brand image 1.99* 2.00* −1.55 H5b: +
Services × GE × Perceived value −1.70† −1.71† −1.30 H5c: −
Services × GE × Customer satisfaction 3.81*** 2.83** H5d: +
HLM Pseudo R2 (measure by Kreft and de Leeuw 1998) .57 .57 .58 .58
t-values shown. Sample size: 30,500 industry-specific evaluations, 3,838 consumers, 10 industries, and 5 countries
Error terms: level 1/respondent/country/industry intercepts, variation of level 1 coefficients across countries
†p<.1; *p<.05; **p<.01; ***p<.001 (2-tailed)
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perceived value (b=.356). Repurchase intent is most strongly
influenced by public brand image (b=.608), followed by cus-
tomer satisfaction (b=.252), perceived value (b=.131), and
relational switching costs (b=.062; all p<.001). When account-
ing for indirect effects mediated by customer satisfaction (see
Fig. 1), perceived value (b=.221) and public brand image
(b=.707) have higher overall influence than direct effects on
repurchase intent.
Concerning our core hypotheses (H1a-d), the results for
two-way interactions of gender confirm that the effect of
public brand image on repurchase intent is stronger (H1b
supported) and the effects of relational switching costs (H1a
supported as dominant vis-à-vis H1a [alt]) and perceived
value (H1c supported) are weaker for women than men. An
analogous gender difference exists in the effect of public
brand image, but not in the effect of perceived value, on
customer satisfaction. Hence, the gender difference in the
direct effect of public brand image on repurchase intent
(H1b) is amplified by an analogous gender difference in its
indirect effect mediated by customer satisfaction. Unlike in
the exploratory analysis by Mittal and Kamakura (2001), our
analyses did not detect any gender difference in the effect of
customer satisfaction on repurchase intent (H1d not supported).
Furthermore, we hypothesized that the country-specific
degree of gender egalitarianism exerts the same moderating
effects (H3a-d) as female (vs. male) gender (H1a-d) on the
formation of repurchase intent. Our results confirm these
hypotheses and even show analogous indirect effects medi-
ated by customer satisfaction. Specifically, the effect of
public brand image on repurchase intent is stronger (H3b
supported) and the effects of relational switching costs (H3a
supported as dominant vis-à-vis H3a [alt], analogous to the
results for H1a), perceived value (H3c supported), and cus-
tomer satisfaction (H3d supported) are weaker in countries
with stronger gender egalitarianism. Moreover, the moderat-
ing effects of gender egalitarianism on the influences of
public brand image (H3b) and perceived value (H3c) on
repurchase intent are amplified by analogous effects
mediated by customer satisfaction. Our results for three-
way interactions do not support our hypotheses (H2a-d) that
gender egalitarianism weakens the gender differences in the
formation of repurchase intent (H1a-d).
Regarding industry differences, our results show that ser-
vices offer more grounds than products for positive moderating
effects of female (vs. male) gender (H4a only marginally
significant) and gender egalitarianism (H5a supported) on the
influence of relational switching costs on repurchase intent.
That is, H1a [alt] and H3a [alt] are relatively more justified
vis-à-vis H1a and H3a for services than products. The gender
differences in the effects of public brand image (H4b margin-
ally significant) and perceived value (H4c supported) on
repurchase intent are stronger for services than products. As
our results do not show any moderating effect of gender on the
influence of customer satisfaction on repurchase intent (H1d) in
the first place, this non-existing effect also does not differ
between products and services (H4d). Furthermore, the mod-
erating effect of gender egalitarianism on the influence of
customer satisfaction on repurchase intent (H3d) is stronger
for products than services (H5d supported). Its moderating
effects on the influences of public brand image and perceived
value (H3b-c) are stronger for services than products (H5b
supported, H5c marginally significant), but these industry
differences only occur in the formation of customer satisfac-
tion which mediates effects on repurchase intent.
Based on at least marginally significant coefficients (two-
sided p<.1) from the optimized models in Table 3, Fig. 3
separately portrays these results for men vs. women, low vs.
high gender egalitarianism (two-way interactions), and their
differences between products and services (three-way inter-
actions). It presents HLM coefficients of overall effects on
repurchase intent (i.e., direct effects+effects mediated by
customer satisfaction). The values for low and high gender
egalitarianism each differ from the mean by one standard
deviation (.37) of the GLOBE survey (House et al. 2004).
Analyses with subsets of our data show that our HLMmodel


























































Fig. 3 Determinants of repurchase intent and their effect sizes: men vs. women and low vs. high gender egalitarianism. Notes: Overall (direct + mediated)
effects calculated based on the optimized models in Table 3. GE Gender egalitarianism
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men and 56/67% for women in the case of products/services.
Country-specific analyses explain 50% (Thailand) to 67%
(U.S.) and industry-specific analyses explain 43% (mobile
phone) to 67% (bank) of the variance in repurchase intent. In
line with our results for H2a-d, Japan as a country with low
gender egalitarianism exhibits the largest (by a slight margin)
gender difference only in the effect of relational switching
costs, but not in the other effects. Hence, our large Japanese
sample does not artificially inflate the gender differences de-
tected by our study. In several but not all industries, our survey
also included an industry-specific question on consumer expe-
rience. For these industries, we ran additional analyses includ-
ing moderating effects of experience on the formation of
repurchase intent to verify whether the influence of experience
might alter our conclusions, which is not the case.
While past research has not developed and tested theory
on moderating effects of gender on the formation of
repurchase intent, a single study developed theory on a main
effect of gender on customer loyalty. Melnyk et al. (2009,
Studies 4–5) predicted and found that intentions to
repurchase from firms are higher for men than women. Our
results in Table 3 do not confirm this prediction.
Discussion
General discussion, limitations, and directions for future research
Knowledge of gender differences in the success factors driv-
ing repurchase intent would enable managers to separately
optimize repurchase intent for male and female customers
and thus reach a higher overall level of customer repurchase
intent. Drawing on the gender psychology and marketing
literature (Burnham et al. 2003; Johnson et al. 2001), we thus
developed hypotheses about gender differences in the effects
of relational switching costs (H1a vs. H1a [alt]), public brand
image (H1b), perceived value (H1c), and customer satisfaction
(H1d) on repurchase intent. Further hypotheses focused on the
moderating effects of country differences in gender egalitari-
anism (H2a to H3d) and of contextual differences between
products and services (H4a to H5d). Using hierarchical linear
modeling, we tested these hypotheses with consumer data from
five countries and ten industries.
Our empirical results confirm that public brand image has
a stronger influence (H1b) and perceived value (quality
compared to the price) has a weaker influence (H1c) on
repurchase intent for women than for men. As Fig. 3 illus-
trates, the moderating effect of gender on the effect of public
brand image is particularly pronounced. Both effects appear
to be stronger for services than products (H4c; H4b only
marginally significant). Therefore, gender-based market seg-
mentation in terms of public brand image and perceived
value seems to be more crucial in service-oriented than
product-oriented industries. Our analyses could not replicate
the finding of significant gender differences in the impor-
tance of customer satisfaction (H1d) in the exploratory anal-
ysis by Mittal and Kamakura (2001), even though we exam-
ined each country and industry included in our dataset.
Potentially, this gender difference is limited to certain con-
texts which future research may seek to identify.
Based on a modern theory of gender (Baumeister and
Sommer 1997; Melnyk et al. 2009), we further developed
two opposing hypotheses about whether the higher collec-
tively interdependent self-construal (i.e., focus on collective
relationships) of men (H1a) or the higher relationally
interdependent self-construal (i.e., focus on individual rela-
tionships) of women (H1a [alt]) leads to stronger effects of
relational switching costs on repurchase intent. Our results
indicate that the mechanism predicted by H1a is dominant
across industries, whereas the mechanism predicted by H1a
[alt] may be partially relevant to services (H4a marginally
significant). The growth of companies over the past decades
and the transformation of their customer groups into less
personal, more anonymous brand communities (Muñiz and
O’Guinn 2001) thus may have led to a dominance of collective
over individual relationships in governing customer behavior,
especially in product industries. Without distinguishing be-
tween individual and collective relationships, traditional gen-
der theory emphasizes that women are more relationally
interdependent than men in general, whereas men are more
relationally independent (Cataldi and Reardon 1996; Cross and
Madson 1997; Rubin and Brown 1975). This theoretical back-
drop would imply that women generally react more strongly
than men to relational switching costs. However, this predic-
tion is contrary to our finding of a greater influence of rela-
tional switching costs for men than women. Hence, gender
differences in the role of relational switching costs in customer
decision making are more accurately described by the modern
and somewhat non-intuitive gender theory of Baumeister and
Sommer (1997) and Melnyk et al. (2009) than by traditional
gender theory (Cataldi and Reardon 1996; Cross and Madson
1997; Rubin and Brown 1975).
Furthermore, our results indicate that the gender differ-
ences in the formation of repurchase intent (H1a-d) are not
significantly weaker in national cultures with a higher degree
of gender egalitarianism and thus smaller gender role differ-
ences (H2a-d). As gender egalitarianism also refers to the
degree to which innate female (vs. male) values are desirable
for the society as a whole (Hofstede and Hofstede 2005;
House et al. 2004), we also hypothesized that gender egali-
tarianism exerts the same moderating effects as female (vs.
male) gender on the formation of repurchase intent (H3a-d)
with the same differences between products and services
(H5a-d). These results were supported, but some differences
between products and services (H5b; H5c marginally signif-
icant) seem to apply only to the formation of customer
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satisfaction, which mediates effects on repurchase intent. In
summary, our results imply that innate gender differences
(H1a-d) and cultural gender role differences (H3a-d) inde-
pendently influence the formation of customer satisfaction
and repurchase intent in analogous ways, whereas gender
role differences do not amplify innate gender differences
through interactions (H2a-d). We encourage future research
to investigate whether this principle also extends to other
types of consumer behavior and thus to address the dearth of
consumer research on the role of gender egalitarianism.
As a secondary contribution, we used our broad dataset to
empirically examine the only established theory on a main
effect of gender on customer loyalty. Similar to other studies
using gender as a control variable (Bell et al. 2005; Bendall-
Lyon and Powers 2002; Dimitriades 2006; Kim and Yoon
2004; McGoldrick and Andre 1997; Mittal and Kamakura
2001), our results do not confirm that intentions to repurchase
from firms are higher for men than women (Melnyk et al. 2009,
Studies 4–5). Our research suggests that higher collective
interdependence among men than women, which Melnyk
et al. (2009, Studies 4–5) presume to translate into higher
intentions to repurchase from firms, might rather translate into
a greater influence of relational switching costs on repurchase
intent (H1a). While this mechanism may indeed lead to higher
repurchase intent eventually, such an outcome also depends on
context-specific (e.g., H4) gender differences in the effects of
other variables influencing repurchase intent. We encourage
future research to take an even closer look at thesemechanisms.
A limitation of our research is that a higher-level sample size
of merely ten industries and five countries is probably not
sufficient to identify all contextual conditions moderating the
focal effects across industries and countries (Kreft and de Leeuw
1998). We invite future research to examine more countries and
industries, with the added reason that academic marketing re-
search generally suffers from an overgeneralization of industry-
and country-specific findings. Moreover, our sample overstates
the number of young consumers and understates the number of
senior citizens in the population. While the consequences of this
bias may be limited as analyses across age groups showed
consistent results, future research could revalidate our results
for senior citizens. Senior citizens have usually grown up with
more pronounced gender roles, but retirement and long-time
partnerships may have caused higher similarity and smaller
value differences among partners. Furthermore, future research
may retest our hypotheses with objective repurchase data rather
than data on repurchase intent, although the cost of such data
would certainly limit the scope of analysis.
Our statistical models have greater explanatory power in
the U.S. (R2: 67%) than other countries (minimum: 50% in
Thailand). As our theory mainly drew on the U.S. literature,
this is not surprising and defines a need for more interna-
tional research on repurchase intent. Since few R2 values in
comparable studies exceed ours, not all drivers of repurchase
intent seem to have been identified by the literature. Of
interest to future research, our results show a higher R2 for
women than men. This may indicate that men are more
responsive to determinants of repurchase intent which the
literature has not yet identified.
Scholars may also extend our research approach to the
literature on gender differences in complaint behavior and in
the determinants of service recovery, where some studies
confirmed (McColl-Kennedy et al. 2003; Murad et al. 2009)
and others rejected (Garrett et al. 1997; Ndubisi and Ling
2007) the idea of significant gender differences. Since most
of these studies are limited to contexts involving a single
country and industry, this stream of literature might benefit
from a broad investigation of contextual influences (in analo-
gy to H2-H5) to resolve contradictions among the results of
different studies.
Managerial implications
High levels of repurchase intent among customers contribute
substantially to long-term profitability, especially in saturat-
ed markets (Fornell et al. 2005). According to Reichheld and
Sasser (1990), reducing customer churn by 5% boosts profits
by 25% to 85%. Our results indicate that public brand image
has the strongest direct impact on repurchase intent, followed
by customer satisfaction, perceived value, and relational
switching costs. A favorable public brand image derives from
social contributions, reliability, professionalism, and innova-
tiveness as well as from communicating these virtues through
advertising (Ball et al. 2006; Türkyılmaz and Özkan 2007).
Hence, advertising and social contributions may be more
important and personal customer relationships may be less
important on average than suggested by past, context-specific
marketing studies (e.g., Burnham et al. 2003).
Managers frequently use gender as a criterion for market
segmentation because it meets several of the requirements for
successful implementation: easy to identify, easy to access,
and large enough to be profitable (Putrevu 2001). As market-
ing resources are not unlimited, managers need to make trade-
offs when they seek to increase the level of repurchase intent
among customers. An efficient investment policy would allo-
cate strategic marketing investments in line with the relative
importance of different determinants of repurchase intent. As
our research indicates that this relative importance differs by
gender, firms would benefit from gender-specific marketing
strategies when spending their limited resources. We advise
managers to study our results for products and services (see
Fig. 3) in order to learn about gender differences in repurchase
decision making.
Generally speaking, these results indicate that female cus-
tomers give public brand image higher weight in repurchase
decisions than male customers do. While this gender differ-
ence persists across industries, it is particularly pronounced in
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service industries. Hence, investments in advertising and so-
cial contributions to boost public brand image (Ball et al.
2006; Türkyılmaz and Özkan 2007) seem to be more effective
in retaining female than male customers. Our results further
indicate that women focus less on perceived value (i.e., quality
compared to the price) than men do. This tendency is espe-
cially pronounced in service industries with frequent staff
contact, where women may thus be ready to accept higher
prices. Contrary to common perceptions, relational switching
costs do not contribute to higher customer retention among
women than men. Our results even indicate the opposite.
Hence, establishing personal relationships might not be as
effective in retaining female customers as previously assumed
by the marketing literature (Melnyk et al. 2009). Investments
in personal relationships thus should aim at charging female
customers higher prices rather than at preventing female
switching behavior. Since our results are stable across coun-
tries, global firms should be able to apply such gender-specific
discrimination strategies uniformly across countries.
Our results are important not just to firms seeking to
implement a policy of gender-specific market discrimination
among their current customers. They are also of crucial
importance to firms that currently serve a predominantly
male or female customer base and seek to extend their
product lines to the opposite sex to capture new markets. In
that case, it is necessary to not just develop new products,
services, and marketing slogans but also adjust key strategic
marketing priorities in line with our results.
Furthermore, our research has important implications for
international marketing strategy. In countries with a higher
degree of gender egalitarianism (i.e., men and women have
more similar gender roles), relational switching costs, per-
ceived value (i.e., quality compared to the price), and cus-
tomer satisfaction appear to be less effective in securing loyal
customers, whereas public brand image appears to be more
effective. Of interest to firms with limited resources and a
consequential need for strategic trade-offs, these findings
imply that advertising and social contributions are more
effective, whereas personal customer relationships, quality,
and price are less effective when serving national markets
with higher gender egalitarianism. The opposite applies to
countries with lower gender egalitarianism (e.g., Japan:
House et al. 2004). Although these recommendations are
valid across industries, their relative strategic importance
differs across industries. Specifically, the country differences
in the effects of relational switching costs and customer
satisfaction on repurchase intent appear to be larger in prod-
uct industries, whereas the country differences in the effects
of public brand image and perceived value on customer
satisfaction appear to be larger in service industries. Of
course, countries also differ on other cultural dimensions
which influence these success factors and thus need to be
taken into account (Soares et al. 2007). In order to implement
such international market discrimination strategies, informa-
tion on country differences in gender egalitarianism can be
obtained from the well-known GLOBE framework of cul-
tural differences (House et al. 2004).
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